This study examines the travel motivation of Chinese outbound tourists at the attribute, consequence and values levels based on means-end chain (MEC) theory and its associated laddering technique. In-depth interviews with respondents were analysed to identify six key means-end chains. The two major travel motivation chains are: (1) respondents visit destinations that are 'famous' or have a 'good environment' because they value 'the beauty of nature' and 'pleasure'; (2) respondents want to visit 'different' destinations, because they value experiences and knowledge. These results illustrate the use of MEC theory in understanding travel markets and demonstrate the use of motivation chains as the basis for segmenting the Chinese market. The research findings contribute to the travel motivation literature by identifying directed, hierarchically organized motivation structures with interconnected levels of attributes, consequences, and values. Further marketing and product development implications are provided to help attract this emerging market.
Introduction
Travel motivation has been defined as 'a meaningful state of mind which adequately disposes an actor or group of actors to travel, and which is subsequently interpretable by others as a valid explanation for such a decision' (Dann, 1981, p.205) . The decision to visit a particular place is the result of a destination choice process which is influenced by a tourist's values, motives and background (Lue, Crompton, & Fesenmaier, 1993; Um & Crompton, 1990 ). Knowledge of travel motivation plays a significant role in developing marketing plans and delivering the required level of service (Prebensen, Skallerud, & Chen, 2010) . As a result it is essential for industry operators to understand travel motivations in order to meet their customers' needs and to offer more personalized services and memorable experiences (Huang & Hsu, 2009 ).
The Chinese outbound market is experiencing rapid development and exploring travel Although these studies, used although a variety of different models (push and pull, grounded theory approach, expectancy theory EMA model) were used, along with and other variables (travel-related characteristics, expectation, attitude, past experience, perceived constraint), most scholars use the motivation items used were in the main selected from small-developed from scale a small number of in-depth interviews or based on motivation factors previously identified in the international travel literature (Kim & Prideaux, 2005) . Although While these methods can improve the validity of measurement in to some degree, it is they are limited because it they cannot guarantee the motivation items match the motives are suitable forof all respondents in data collection. As a result, respondents were are 'forced' to make their choices from the those motivational items listed questionnaire based on a small group of interviewees or previous research, so that and therefore standard questionnaire items often the results may misrepresent attitude, orientations, circumstances, and experiences (Babbie, 2004) as there are a wide range of possible human needs (French, Craig-Smith, & Collier, 1995) that provide a. Motivation as the driving force behind all actions travel (Crompton, 1979) , leads to challenges for researchers to examine travel motivation because of both the wide range of human needs and methodological difficulties (French, Craig-Smith, & Collier, 1995) . Overall, it is widely accepted that there is no uniform feature of human motivation on which to base tourism studies (Iso-Ahola, 1980; Kay & Meyer, 2013; Pearce & Lee, 2005) . Moreover, it is suggested that a good motivation theory should be multi-motive, dynamic, measurable, and relatively easy to communicate (Hsu and Huang, 2008) .
Literature Review

Travel Motivation
According to Pearce (2011), travel motivation is a special subset of the wider interest area of human motivation, and is the total network of biological and cultural forces which give value and direction to travel choice, behaviour, and experience. In the last three decades, different theories of travel motivation have made contributions to tourism research. Table 1 provides an overview of travel motivation studies using these different theories and perspectives. Tourists' travel patterns and preferences are determined by their personality characteristics. As a result, a personality scale may help to explain why destinations rise and fall in popularity.
Plog (1974, 1987, 2001 )
SocioPsychological
Seeking and Escaping Any leisure activity consists of seeking and escaping. These two motivational forces are affected by personal and interpersonal factors.
Iso-Ahola (1980, 1982) Mannell and IsoAhola (1987)
Travel Career Theory The travel career ladder (TCL) describes travel motivation at five hierarchical levels of needs and motives. A travel career pattern (TCP) emphasizes the pattern of motivations and their structure rather than steps on a ladder or hierarchy.
Pearce (1988, 1993, 2005, 2011) Sociological Functional Theory The reasons people undertake leisure travel is that the vacation serves (satisfies) to meet psychological functions (needs) for an individual.
Fodness (1994)
Push and Pull Theory People travel because they are pushed and pulled to do so. Pull factors are the specific attractions of the destination which induce the traveller to go there once the prior decision to travel has been made. Push factors are internally generated drives that cause the tourist to search for signs in objects, situations, and events that contain the promise of reducing prevalent drives. Dann (1977 Dann ( , 1981 Crompton (1979) Expectancy Theory of Travel Motivation
There are a wide variety of different reasons for travel and these reasons vary widely between people. The strength of a tendency to act in a certain way depends on the strength of an expectancy that the act will be followed by a given consequence (or outcome) and on the value or attractiveness of that consequence or outcome to the actor. (1992) 4
Witt and Wright
Travel motivation research requires exploration of why people travel (Crompton, 1979 (Hsu & Huang, 2008) . This study follows the suggestion of Kim and Prideaux (2005) that an understanding of the personal values that underpin travel motivations is required.
Means-End Chain Theory
The concept of a means-end chain (MEC) has been widely used in marketing research to understand consumer behaviour (e.g., Walker & Olson, 1991; Olson & Reynolds 2001; Wagner, 2007) . MEC is based on expectancy-value theory and describes the hierarchical relationships between products attributes (the means), the consequences for the consumer provided by these attributes (benefits), and the personal values (the ends) these consequences reinforce (Gutman, 1982) as shown in Figure 1 . Specifically, attributes represent aspects of the product or service and are physical or abstract depending on the way the product is perceived (Gutman, 1997) .
Consequences refer to any result (physiological or psychological) accruing directly or indirectly to the consumer from his/her behaviour and are also termed benefits (Gutman, 1982 Olson and Reynolds (2001) 5 MEC theory posits that motivation can be studied to reveal the underlying reasons why certain attributes or expected consequences are desired (Reynolds & Gutman, 1988) 
Methodology
The interviewees in this study were Chinese citizens who had already travelled overseas and who planned to undertake another leisure trip to an overseas destination in the next year. Qualitative research requires information-rich participants and people who have experience of outbound travel are more likely to have a clearer idea of their motivation for travel to the next destination.
These motivation perceptions will be influenced by their post-experience satisfaction (Dunn Ross & Iso-Ahola, 1991). Purposive sampling was used to identify respondents with the initial respondents sourced from the friends or relatives of the researcher. These first respondents were then asked to recommend other candidates who were maximally different in terms of personal characteristics, occupation, family stage, as well as their degree of outbound travel experience.
This was done to obtain a range of means-end chains. Data collection was undertaken from February to May 2012 and 34 interviews were conducted in the cities of Beijing and Qingdao, China.
Face-to-face in-depth interviews using the laddering technique were used to collect the data needed. Laddering is the standard method associated with MEC theory (Reynolds & 7 Gutman, 1988) . It is an in-depth, one-on-one interviewing technique used to uncover consumers' motivations ranging from preference-based attributes to personal values as modelled by a meansend chain (Reynolds & Gutman, 1988) . During these interviews, the researcher first asked about the next destinations considered for outbound leisure travel and between two to six destinations were recorded. The respondents were then probed about their motivations at the attribute level by asking what kind of features these destinations had that attracted the interviewee to choose them.
The answers usually revealed between three and seven motivations at the attribute level. For each attribute, the researcher applied the laddering technique by asking 'why is that important to you?' to probe the motivations at the consequence and values levels. This was continued until the respondents could not provide further reasons. The interview for each respondent lasted about 30 to 60 minutes, and at the end of each interview, an outbound travel guidebook was presented as a small gift to each respondent. Interviews were conducted in Chinese language, using Chinese concepts, and therefore no issues of decentring of meanings occurred in this study (Nes, Abma, Jonsson, & Deeg, 2010) . Because this research is presented in English, an accurate and appropriate translation from Chinese to English is important and necessary. To achieve this purpose, a Chinese and English version of the content codes was prepared by the first author, and the third author who is not only an experienced scholar but also speaks Chinese, was asked to double check and compare the two versions were seven significant variations were noted. After discussion of these content codes by three authors of this study, changes in the English wording were made.
Through this coding process 112 concept codes were identified and then were grouped into 24 summary content codes for further analysis (see Table 1 ). These summary codes include nine attributes, eight consequences, and seven values. These codes were then used in developing a Hierarchical Value Map (HVM). A HVM summarises the links across levels of abstraction for all the respondents (Reynolds & Gutman, 1988 ) and in this study shows the reasons why Chinese people are motivated to undertake outbound leisure travel (Figure 2) . The thicker the line, the more times two codes were mentioned in relation to one another related by the respondents. As a result these thicker lines identify the key MECs. According to previous literature (e.g., Klenosky, 2002; Reynolds & Gutman, 1988) , in order to portrays the main relations in the matrix, the cut-off level is usually between two and five, which decides what number of times a link has been mentioned by respondents could be shown in the HVM. In this study, different cut-off levels were tried to compare the percentage of total ladders summarized from the raw data, and a cut-off value of three was used which was most suitable to represent the data results, so that the relations mentioned less than three times are not shown in the HVM. Europe and Southeast Asia were the potential destinations that most respondents 5 preferred but destinations such as Australia and the USA were also popular. Their 6 previous travel experiences indicated that the respondents were familiar with outbound 7 leisure travel, which enabled them to better discuss their motivations for visiting 8 overseas destinations. A summary of the respondent characteristics is shown in Table 2 . 9 10 Six key MECs emerged from the data analysis, providing insights into the 13 motivations of Chinese tourists for outbound travel. The first MEC was labelled 'natural 14 scenery-enjoyable-the world of beauty'. Table 3 The respondents believe that 'relaxation' will help them to achieve 'hedonic pleasure', 20 which in the respondents' own words refers to 'being happy', 'joyful', 'cheerful', 21
'having a pleasing life', 'enjoying', or 'being comfortable'. As shown in MEC 2, there 22 are 23 direct relations and 18 indirect relations in this chain. 23 MEC 3: In this MEC, there are two frequent start points at the attribute level 1 that converge at the consequence level and connect to the same value. Some 2 respondents want to see 'local customs' because they want to 'experience difference', 3 so that they can achieve their terminal motivation of 'self-realization'; while other 4 respondents want to see natural scenery, to get the same benefit of 'experience 5 differences' from a 'good environment', and to achieve the same terminal motivation of 6 'self-realization'. In the third MEC, the attribute of 'local customs' is strongly linked to 7 the consequence of 'experience[ing] differences' with eight direct and two indirect Chinese culture, 'reciprocation of greetings, favours, and gifts' is valued as a means of 20 establishing or reinforcing interpersonal relationships, especially when arriving back 21 from an overseas trip. As a result many respondents consider it important because 'it is 22 a tradition' and 'others do this all the time' and that a gift to a friend or a relative will 23 'improve personal relationships', and ultimately show their 'true love and friendship'. 24
Based on the information from the interviews, shopping may not be a primary motive 25 for travel outbound, but for most Chinese tourists, shopping will be an important 26 activity during their travel, and they 'are willing to spend big money to bring gifts 27 back', because they do want to be 'having face' with fancy or expensive gifts. In all, 28 there are 32 direct relations and three indirect relations in this chain. 29
Discussion and Implication
30
From an analysis of respondent travel MECs and considering motivation at the 31 values level, two motivational groups may be distinguished. One group of respondents 32 are primarily pursuing values related to 'pleasure'. They may 'enjoy' a 'good 1 environment' with 'natural scenery', may 'relax' in a natural setting, or visit historical, 2 cultural, and artistic attractions to enjoy the thing they are 'interested in/ fond of'. These 3 are all ways of achieving values related to 'pleasure'. According to Krippendorf (1987) , 4 human happiness is a harmonious, trouble and tension-free state, and associated with 5 self-realization. It is also believed that the probability of experiencing this state of 6 happiness is much greater during holidays than in everyday life. Variety seeking 7 'to be an experienced person'. Therefore they want to 'get to know things more deeply ', 18 or 'experience differences', and they seek 'self-realization' and 'self-improvement' 19 when travelling outbound. Self-realization is defined here as 'a person's dynamic 20 relationship between the real and the ideal self-concept' (Grunow-Lutter, 1983, p. 76). 21
Self-realization is not a state but a process of decreasing the distance between these two 22 cognitive systems, which themselves are subject to continuous change (Gnoth, 1997) . In 23 this research, outbound leisure tourism is still a kind of luxurious tourism product that 24 not every Chinese could afford or easily get. It is about going to a place they dreamed of 25 or admired, and therefore it means to realize a wish that 'I have been there'. 26 Importantly, in Confucianism, to achieve personal success means to learn more through 27 personal experiences apart from book knowledge, and travelling is regarded as the most 28 important method to broaden one's horizons (Xu, 2007; Yang, 2008) . Thus the MEC approach links attributes of a destination such as 'souvenirs' to higher 28 motivational constructs. To address this issue and better cater for Chinese tourists, more 29 information on duty-free shops, souvenirs, and gift shops could be provided. It is 30 believed that in this way, the MEC approach provides a better understanding of why 31 certain activities are undertaken while travelling, and the result is more comprehensive 32 and distinct in terms of practical usage in the marketing field. 33
The need for understanding personal values in travel motivations has been noted 1 (Kim & Prideaux, 2005) in previous travel motivation studies, since tourist motivation 2 is not a simple short-term process (Uysal & Hagan, 1993 respondents to think about their underlying motivations distinct from their surface 32 reasons using the laddering technique. It is believed that this research will contribute to 33 the motivation research field by providing insights on methodology in terms of the 1 connection between destination attributes, consequence motivation, and personal value 2 as long-term motivation. 3
One of the limitations of this study is that it uses convenience sampling and 4 relative a small number of people were interviewed. As a result this can only be seen as 5 an exploratory study. The Chinese outbound travel market is the context for this 6 research and one where there is much current interest. Further research should use a 7 larger sample size and different sampling methods to confirm, extend and validate the 8 findings. Furthermore, Chinese tourists' motivations may vary across different segments 9 and destinations, so more empirical researches are needed. In this way, marketers may 10 obtain insight to refine their targeting efforts. 11
